Abstract: Organic foods are grown using the principles of organic agriculture that are produced, processed and packaged without using chemicals. Th ey have been accepted due to their several perceived benefi ts over the conventional food. Health aspects of organic food are, in addition to the ethical, environmental, hedonic and "feel good" aspects, the main benefi ts that the consumers appreciate in organic food. Th is paper presents the results of a quantitative survey in the Czech organic food market. By using the factor analysis, it showed that the consumer perception of the health benefi ts of organic food can be viewed from several diff erent angles. Th ere were found three factors that explain 58.42% of variability, which are, based on their relationship with the original items, interpreted as the "knowledge and responsibility", "being aware, but lax" and "health is important, but not related to food". Th e fi rst factor contains enough knowledge related to the health care, the conviction of the importance of food choice regarding health and the active interest and eff ort to do something for one's health. Th e second factor contains enough knowledge related to health care, but is lacking the interest to apply the knowledge and to do something for one's health, and the third factor contains the conviction that health is an important asset, but the perception of the connection between one's health and food is absent.
The main goal of the paper is to survey the consumers' attitude to their health, to find out if there is a connection between their health and eating habits in their mind and to identify the health factors influencing consumers' behaviour in the Czech organic food market.
According to the Act No. 242/2000, Coll., "organic food is food produced according to the regulations stated in this Law and the regulations of the European Communities, fulfilling the requirements of the quality and health safety specified in special laws" (Act No. 242/2000) . Organic food or product is grown using the principles of organic agriculture, which means without using artificial fertilizers, harmful chemical sprays or genetically modified organisms. No artificial fertilizers, additives (e.g. antibiotics or synthetic hormones) or other substances of the non-natural origin or damaging the environment can be used in the production of organic food. Also, breeding of domestic animals in stanchion barns or cages is prohibited as a rule of the organic food production. Organic farming is not only better for the animals, it is also better for the environment. It means that the main principle of organic farming is not the most intensive use of resources, but rather their protection and environment-friendly use which lead to sustainability.
The dynamics of the Czech organic food market imitate the growing trend of the markets in the West European countries and the USA (Onyango et al. 2007) ; the majority of sales represent cereals (crop production) and beef (livestock) (Václavík 2008) . Despite the fact that organic food still constitutes a relatively small portion of the food market (Raynolds 2000) , thanks to the growing interest of customers, the previously small niche of the market changes over time into a significant segment and the marketing principles are increasingly taken into consideration. Quests to find a detailed knowledge of customers and their behaviour and to identify the appropriate segments are obvious. Every person is an individual and he/she is determined by certain predispositions that lead him/her to a specific purchasing and consumer behaviour. The key application of the effective marketing approach to this market by the firms is primarily a sufficient knowledge of the customers' shopping behaviour, the identification of factors which determine and reflect this behaviour to design a suitable combination of instruments of the marketing mix.
There are obvious efforts to describe the customer behaviour in detail.
The main barriers hindering a more massive spread of organic food throughout the market are still its very high price, a limited availability, customers' satisfaction with the offer of conventional food, the lack of trust and, last but not least, the lack of the perceived value (Zakowska-Biemans 2011).
For example, according to the research prepared for the Czech market in 2008 by the PRO-BIO LIGA, the average price difference between the organic and conventional foods was assessed in all stores at approximately 95% (www.biospotrebitel.cz). Also, according to the regular monitoring of the prices of organic food (www.bio-info.cz), the prices of organic food have been steadily moving from tens to hundreds (especially in animal products) per cents above the price of the conventional food. There are many reasons why organic food is more expensive than the conventional food. Organic farmers achieve lower crop yields and reduced livestock gains, because they do not focus on maximizing the production, but on its quality. Also the purchase prices of organic products are higher than the prices of conventional production and organic food is produced in smaller amounts than the conventional. All these aspects are reflected in the final increase of the prices of the final products.
As shown in the studies (Loureiro and Hine 2001; Wang and Sun 2003) , consumers who prefer organic food, local food and GMO-free foods are aware of the higher prices of these products, however, they are willing to pay a premium price.
Among the frequently mentioned obstacles to a more massive expansion of organic food among consumers is also the poor availability of these products (GfK Research Report 2006) . In particular, seasonal problems and the failure to ensure the delivery of a predetermined amount and the limited assortment of goods prevent their introduction into the current range of the retail chains.
At present, the sales of organic food are divided into the following distribution channels: (1) Direct distribution channel -farms and specialized marketplaces (e.g. farmers markets). (2) Grocery stores (hypermarkets, supermarkets). The structure of the distribution channels in the Czech Republic is currently already very similar to the situation abroad.
Several explanations for the question why the customers buy and consume organic food can be found throughout the literature. In spite of the situation being different from country to country, mainly because of the different level of the organic food market development, there are plenty of characteristics related to the buying motivation, attitude and demographical characteristics which are common for all consumers.
The consumption of organic food is a part of lifestyle, the ideology based on a specific value ladder, which influences the personal attitude and behaviour of customers (Schifferstein and Oude Ophuis 1998) . The most frequent motives for buying organic food are the organic food safety and its positive effects on health (Davies et al. 1995; Schifferstein and Oude Ophuis 1998; Michelsen et al. 1999; Harper and Makatouni 2002; Zanolli and Naspetti 2002; Toorjusen 2011) , as an important aspect of the customer perception were identified the environmental (return to nature, ecological feeling) and ethical attributes of organic food and its manufacturing processes (the help to endangered regions, a direct support of local farmers, Fair Trade, the preservation of traditional countryside lifestyle and animal welfare) (Harper and Makatouni 2002; Zanoli and Naspetti 2002; Codron et al. 2006; Torjusen 2011) . Important factors influencing the customer decision for buying organic food are also its sensory and organoleptic attributes (size, colour, shape, flavour, scent or "feeling"). Customers also value the good taste of organic food (Wandel and Bugge 1997; Zanoli and Naspetti 2002; Midmore et al. 2005 ). The so-called "Feel Good" aspects, bound to the social status of the consumer, reflect the desire to achieve a sort of exclusivity or (in less frequent cases) an impersonation of a specific type of consumers (Midmore et al. 2005) .
MATERIAL AND METHODS
The method of the quantitative market research, specifically the method of the personal and electronic questionnaire was used to obtain the needed data. The research took place between May and September 2011, a total of 451 respondents have filled the questionnaire. Personal experience with the purchase and consumption of organic food was the main criterion for adding the respondent to the database. The level of the experience was assessed by the frequency of the organic food purchase; those respondents who stated no experience with the purchase were excluded. Further, no less important factor was the interest of the respondents in the topic and their willingness to submit the desired information. The localities appropriate for the choice of respondents were chosen based on the secondary data analysis. The respondents were questioned in the place of the organic food sale, with the inclusion of all the main distribution channels (specialized health food stores, organic farms with its own sales, retailer chains with the organic food range, internet stores selling organic food and the "bio-boxes").
The structure of the sample
The structure of the sample corresponds to the characteristics, stated for the random selection of organic food consumers in the studies carried out in the Czech market (BIO-Výzkumná zpráva, Ogilvy 2008).
There were more women (78%) than men (22%) in the sample; this fact is due to the fundamental role of women in the selection and purchase of foodstuffs for the household. The majority of the respondents (88%) is aged up to 44 years (of which 43% up to 29 years and 45% between 30 and 44 years), in the category of 45 to 59 years, there were 10% of the respondents, and the remaining 3% are over 60.
Regarding the education level, the majority of respondents are the tertiary level graduates (58%), followed by the secondary school graduates (37%), only 4% are of the lower professional education level and just 2% have the primary level of education. The high proportion of the tertiary education graduates corresponds with the findings from other researches (the higher the education, the more willingness to buy organic products).
Regarding occupation, the majority of the respondents are the "white collars" (56%) working mainly as clerks, teachers, scientists, followed by students (tertiary level) (19%). 14% of the respondents claimed having been on the maternity leave recently. Only 5% is represented by the "blue collars", 3% are selfemployed or unemployed, 2% retired and 1% are secondary school students.
The distribution of family income is quite regular with the following levels -less than 15 000 CZK (18%), less than 25 000 CZK (23%), less than 35 000 CZK (25%), less than 45 000 CZK (16%) and more than 45 000 CZK (18%).
As an important part of the respondents characteristics, there was marked the amount spent by the households for organic food monthly. The lowest level (up to 500 CZK) is reported by the majority of respondents (34%), followed by 27% of those spending between 501 and 1000 CZK. Spending between 1000 and 1500 CZK were 15%, and between 1500 and 2000 CZK 10% of respondents. Unexpectedly high is the share of those spending more than 2001 CZK (13%).
Other characteristic with the impact on the results is the number of children living in the household. The majority of respondents in our research report no children up to 15 years (67%); one child is reported by 17% of the respondents, two children by 13% and three children by 3%. Only one respondent reported having 4 children.
The number of inhabitants in the household reported is as follows 2, 4, 3, 1, 5, 6, and 8 with the relevant percentage 30%, 23%, 22%, 19%, 6%, 0% and 0%, respectively. This statistics is not in accordance with the previously mentioned number of children in the household, however, the explanation is quite simple as in many families, there are children older than 15 years, but those were judged as adults as in the majority of cases they decide by themselves what to buy and eat.
70% of the respondents live in a flat, while 30% reported living in a house. This distribution is closely linked to the last characteristic representing the size of the residence. The majority (73%) reported living in a town with more than 100 000 inhabitants, only 12% stay in a small town or a village with less than 5000 inhabitants, the remaining 14% belong to residences between 5000 and 100 000 inhabitants.
RESULTS AND DISCUSSION
Regarding the aforementioned aspects of the organic food perception and purchase, 12 range questions were included in the questionnaire. All questions relate to the theme of health. Health aspects are ones of the most frequently mentioned reasons for changing eating habits in general, and it can therefore be expected that they could significantly influence the consumers of organic food. The questions are oriented at three directions. First, they try to capture the views on whether the health reasons are regarded as important in general and to what extent they may affect an individual or which role in decision is played by the recommendations of others (neighbourhood, nutrition counsellors, etc.). They are also aimed at exploring the willingness to do something for one's health, changing eating habits in order to positively influence human health. And finally, they try to clarify what is the concrete behaviour regarding alimentation in relation to health. The quest ions were based on similar researches dealing with the consumer behaviour in the abroad organic food markets (Schifferstein and Oude Ophuis 1998; Magnusson et al. 2003; Chen 2007) and they were modified to the conditions in the Czech market (Table 1) .
Considering the following use of the answers as an input of segmentation, an even number of variants in the range was chosen (Wedel and Kamakura 2000; McDonald and Dunbar 2009 ). The range for questions 1-10 was Strongly disagree -DisagreeAgree -Strongly Agree, and for questions 11 and 12 Completely unimportant -Unimportant -Important -Highly important. This set of questions was then processed using the factor analysis. Factor analysis is based on the statistical model which describes every monitored variable as a linear combination of factors we need to find out and identify their importance (Brabenec and Nešetřilová 2007) . The relationship between the given variable and factor is defined as the load factor. Load factors represent the unknown parameters of the model and the basic task of the factor analysis is their assessment, preferably in the form of correlation coefficients between the original variables and the found factors. Load factors are the main tool when interpreting the factors (Pecáková 2011) .
Among the important results, there belong the factor scores, which are calculated for each respondent and determine the value of each factor. Commonly, they are added as new variables to the data matrix and are used for the further analysis.
In the framework of solution, it is necessary to determine the number of factors. Several methods of approach can be used while determining the optimal number of factors. One of such methods is the use of the Kaiser's rule (this is used in the majority of statistical software including the SPSS). In such case, the number of factors is determined automatically as the count of the eigenvalue of the model correlation matrix greater than 1. Each individual number represents one factor and it is proportional to the percentage of variability described by this factor. Other factors with the eigenvalue of less than 1 do not need to be taken into account because of the fact that they are no better than the original variable (each variable's variance equals 1 thanks to the standardization), and therefore it is better to use the original variable (Aaker et al. 2004 ). Eigenvalues of the matrix are for a better illustration set into a graph gradually by their correspondence to the possible factors (axis "Eigenvalue"); the shape of the Figure 1 can be also used when determining the number of factors. Other possibility to determine the number of factors is based on the highest percentage of determination of the original variables. Third option, which is not based on a completely unambiguous and therefore not appropriate mathematical apparatus, is the determination of factors based on the ability of their meaningful interpretation (Červová 2009 ).
At first, in spite of all the effort, it is usually not possible to reasonably interpret the resulting solution given by the factor analysis. The obtained factors can be geometrically presented as vectors in the coordinate system, which may not be optimal. To improve the possibility of the factor interpretation, a rotation of factors is used, that means such transformation of the initial solution, where the relations between the factors and variables are the strongest, i.e. where the load factors are close to either one or zero.
The greatest limitation of the factor analysis is that is a highly subjective process. The determination of the numbers of factors and their interpretation involve a subjective judgment (Aaker et al. 2003) .
The analysis was carried out in the IBM SPSS Statistic 17 software using the procedure Analyse Dimension Reduction -Factor Analysis.
For the extraction of factors, the main component method was used, the calculation being based on the correlation matrix and the method Varimax produced the best results for the factor rotation. The regression estimate method was used for the estimation of the factor scores.
The analysis showed that the perception of health aspects, which constitutes one of the most important motivating factors for the purchase and consumption of organic food (Magnusson et al. 2003) , is not homogeneous. Based on the research of Czech consumers of organic food, there have been revealed several factors that form the perception of the aspects related to the impact of the products on human health.
The results of the analysis are presented in the following text. Three factors describing 58.42% of the variability were found.
The load factors obtained from the rotated matrix, which were used for the interpretation of the factors, are given in the following text. The input variables, which represent the factors, were selected on the basis of their factor loadings and the judgment as to their usefulness and validity. An overview of the obtained factors is shown in Table 2 .
The strongest factor (Factor 1) aggregates into the same class six variables which are positively correlated (Table 3) .
Considering the factor structure, Factor 1 can be interpreted as the "knowledge and responsibility". This factor contains enough knowledge related to health care, the conviction of the importance of food choice regarding health and an active interest and effort to do something for one's health. The second strongest factor, Factor 2, aggregates into the same class four variables which are positively correlated (Table 4) .
Factor 2 can be accordingly interpreted as "being aware but lax". This factor contains enough knowledge related to health care, but lacking the interest to apply this knowledge and do something for one's health.
The last factor, Factor 3, associates three variables which are positively correlated (Table 5) .
Factor 3 can be described as "Health is important, but not connected to food". This factor contains the conviction that health is an important asset, but the connection between health and food is absent.
CONCLUSIONS
The present development in the food market indicates that organic food became one of the important parts of the market. The companies try to explore the consumers' behaviour to prepare tempting offers for them. The health benefits represent one of the most often mentioned benefits of organic food all over the world. The results of the Czech organic food market have shown that, similar to the other countries, Czech consumers emphasizes the health benefits, which the consumption of organic food brings.
A completely new conclusion is finding the various factors associated with the perception of the health aspects of organic food. The health aspects are usually viewed from the point corresponding to the identified Factor 1, the studies represent consumers of organic food as the consumers who are aware of the importance of their health, combine their health with the food they eat, they have a considerable knowledge about the issues related to health and accept the responsibility for their health. However, the research has shown that the health aspects group can be divided into three independent factors using the factor analysis. The first factor is connected to the knowledge of health care, its active implementation, and the belief that there is a connection between food and health. The second factor comprises the knowledge of health care, but it lacks the will to apply it in the real life. The third factor comprises the perception of health as being important, but there is not any connection between human health and food.
Based on these findings, it is possible to say that the organic food market consumers actually show different attitudes, beliefs and behaviour in relation to health care. Most consumers perceive their health as an important part of their life and they regard organic food as a rather healthier than the conventional food. There are consumers who not only perceive the relationship between their health and eating habits, but who also have a sufficient knowledge needed to be able to eat healthily, and to know how to actually implement this to their meals, not only by eating the organic food. By contrast, in this market, however, there are consumers who do not agree with the claim that the diet and health are linked, they have no knowledge about healthy eating and they think that such knowledge is not important. Between these two extremes, there are moving the consumers who vary in their attitudes, beliefs and behaviours to different degrees between these extremes. 
